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Climate change is a troubling issue in the world and one of the main causes is plastic production, while 
the personal care industry is one of the industries that contributes the largest plastic waste and 
businesses in Indonesia have not contributed to reducing waste. According to a study, many small 
businesses face several challenges in implementing environmental values including unawareness of the 
potential presented by applicable green practices, a lack of understanding of the necessity to address 
their environmental consequences, and the lack of understanding how to integrate green practices into 
basic business planning, in other words they don’t little exposure to green practice information and 
they don’t know how to communicate & implement the environmental values, thus small businesses 
need to understand how to communicate their business through green brand and to communicate their 
brand business need to know what drives the customer to buy green brand. While "green purchase 
intentions” is the likelihood of consumers purchasing specific products or brands owing to 
environmental concerns, thus to support waste reduction from the personal care industry and increase 
implementation of environmental value, the researcher analysed what factors could influence green 
purchase intentions to understand the market needs and drivers to purchase green brands. Using the 
PLS SEM, this study investigates the relationship of green brand affect on green purchase intentions, as 
well as the mediation effects of green brand attitude and green brand associations in the skin care 
business. Refers to prior study to define ‘green brand affect’ as “consumers’ positive emotional 
response towards a brand in consequence of the brand’s environmental performance” because in the 
process of customer buying decision-making, brand affect is a critical aspect. The study's research 
focus is on Indonesian consumers aged 14 to 39 who have purchased green skin care brands in 
Indonesia. A total of 218 respondents were chosen. In addition, to verify the research framework, this 
study was done by utilizing a questionnaire survey. The findings show that the impact of a green brand 
can have a direct impact on green buying intentions. Furthermore, this research shows that green brand 
associations have no influence on green purchasing intention means this variable fails to mediating 
green brand affect toward green purchase intention and that green brand attitude mediates the 
relationship between green brand affect and green buy intents to partially. While businesses tend to 
enhance their customers' green purchase intentions, they must also increase their green brand impact 
and green brand attitude. Hopefully this research could help small businesses to understand how to 
communicate and implement environmental value through the understanding of the relationship 
between green brand affect, green brand attitude, and green brand association toward green purchase 
intention. 
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Introduction   
 
Based on data that is recorded by National Oceanic and Atmospheric Administration (NOAA), since 
1960s, the global temperature has been raised as much as 0.82 Celsius degree higher than the average 
temperature in the 20th century and overall the year 2020 and 2016 has been the hottest years with 
temperature 1.2 Celsius degree higher than temperate average of 19th century (Roston, 2021). 
Recorded until February 9, 2021, National Board for Disaster Management (BNPB) said that the 
compiled data shows there are already 386 natural disasters happened in Indonesia dominated by flood 
with 232 cases, followed by tornado with 73 cases and landslide with 62 cases (Ayomi & Aghnia, 
2021), 98% of those disasters are caused by hydrometeorology factors which is most likely happened 
because of the effect of climate change. (Dewi, 2021). 
 
Climate change is caused by greenhouse gasses such as carbon dioxide, methane, nitrous oxide, etc. 
About 64% of carbon dioxide, one of greenhouse gasses, is produced from human activities that cause 
global warming (Europa, 2020). One of the greatest producers of greenhouse gases is the activity of 
producing plastics. Other than that, one-time-use plastic is also causing damage to the earth since it’s 
not degradable. In 2019 the activity of plastic production alone contributed up to 850 million tons of 
greenhouse gases and is predicted to reach 2.8 billion tons in 2050 other than that around 8 million 
plastic waste are being dumped to the ocean each year that can directly kill marine animals and 
endangered the ecosystem (WWF, 2019). An even sadder fact is that Indonesia is the largest waste 
producer in ASEAN with producing 67.8 million tons of waste based on the Ministry of Environment 
and Forestry and also the second largest plastic waste producing country in the world after China. In 
one year, Indonesia contributed 1.3 million tons of plastic waste to the oceans, this was conveyed by 
the Head of the DKI Jakarta Environment Agency, Andono Warih.  
 
Moreover, based on preliminary research done to approximately 60 The Daily Maiimi’s social media 
audience data shows that 92% of respondents said that they’re more likely to be interested in buying 
products that offers eco-friendly values and 98% of them are aware of climate change but this 
contradict with data of environmental issues that shows 51% businesses in Indonesia, Malaysia, 
Philippines, Thailand and Vietnam still not contributing in reducing plastic waste yet (UNEP, 2020) 
Environmental problems have become an emergency and should be worried about, but there are still 
many business owners who have not implemented environmentally friendly values, this study aims to 
analyze the use of and green marketing by SMEs and how this affects purchase intention in Indonesia 
to fill in the gap. To support, 85% respondents also show their willingness to pay more effort and cost 
to have more environmentally responsible products. 
 
Unfortunately, based on data from UN Environment Program that shows 51% businesses in Indonesia, 
Malaysia, Philippines, Thailand and Vietnam are still not contributing to reducing plastic waste yet 
(UNEP, 2020). Especially for personal care products that refer to Based Health Europe 2019 have 
been reported to produce more trash than we had anticipated due to rising demand, even more, one of 
the primary sources of water pollution is personal care products. Refer to Statista (2015), the 
Indonesian beauty and personal care product industry is vast and rising, with revenues expected to 
reach $7.5 billion in 2021 and grow at a 6.5 percent compound annual growth rate through 2025. 
Personal care has the largest market category ($3.2 billion), followed by skin care ($2.1 billion), 
cosmetics ($1.7 billion), and perfumes ($0.4 billion). According to a study, many small business 
regard the environment as a "peripheral" rather than a "fundamental" business concern, and therefore 
do not believe they have a substantial environmental effect (Peters and Turner, 2004; Redmond, 
Walker and Wang, 2008). This is a serious issue as it indicates that small businesses are not yet 
engaged in the environmental debate, it's possible that small businesses are unaware of their 
importance in the environmental agenda as Madden & Scaife (2009) found that small businesses 
“generally believed they lacked an overall vision or purpose for their community involvement and 
what it could achieve for their business”. Due to this condition, education would be the vital change to 
this regard. 
 





According to OECD (2015), small businesses have significant challenges when it comes to adopting 
environmental management systems (EMSs), including a lack of resources, expertise, and technical 
competence, high initial expenditures, and poor public awareness. In detailed here some of the 
consideration of small business in implementing environmental values based on OECD (2015). 
 
And according to Chen et al., (2020), positioning of green branding strategies is to establish a unique 
sustainable image among the targeted customers, in order to achieve their green claims, due to the 
increasing recognition and understanding of environmentalism in the market, thus by using branding 
to understand how to communicate the environmental value and optimizing opportunity. Laura Lake 
(2021) said that a good brand is the one that motivates buyers to make a purchase by emotionally 
connecting target prospects with a product or service. Based on previous research by Matzler, et al. 
(2006), in the process of customer buying decision-making, brand affect is a key aspect. And in the 




Literature Review  
 
Green Brand Affect  
 
Referring to Chaudhuri and Holbrook (2001), green brand affect is defined as “Consumers’ positive 
emotional response towards a brand in consequence of the brand’s environmental performance”. 
Previous study has found that ‘brand affect' has a significant impact on customer behavior and 
purchase decisions, demonstrating that emotion may be used as a primary predictor of consumer 
behavior (Erevelles, 1998). 
 
Green Brand Association  
 
Consumer knowledge linked with a particular brand is referred to as "brand association," which is a 
key component of brand equity (Aaker, 1991). Brand associations can be characterized by three 
aspects: strength, favorability, and uniqueness (Chen, et al., 2020). Green brand association is a vital 
form of consumer-based brand equity that adds significant value to a green brand by assisting in the 
processing and retrieval of information, establishing good attitudes and feelings, and providing a cause 
to buy (Zhang, 2010). 
 
Green Brand Affect on Green Brand Association 
 
The amount to which customers are aware of green brands, as well as how they feel about and judge 
them, is referred to as ‘green brand associations' (Chen and Chang, 2012). Green brands can be 
associated with a customer's emotion to elicit a good response to the brand once the target customer 
has used it. Consumers will have greater purchasing behaviors for a brand that can make them feel 
happy, excited, or cheerful, as well as a higher loyalty attitude (Chaudhuri and Holbrook, 2001). 
According to previous research, brand affect can be utilized as the primary predictor of consumer 
behavior (Erevelles, 1998) 
 
Green Brand Attitude 
 
A consumer's automatic affective response to a product, or one's subjective feeling for the overall 
brand, is referred to as brand attitude (Eagle and Chaiken, 1995). According to Chen, et al. (2017), 
"green brand attitude" refers to customers' attitudes toward a brand's overall green performance, or in 
other words, "green brand attitude" refers to a consumer's eco attitude, which leads to one's overall 









Green Brand Affect on Green Brand Attitude 
 
The degree of consumer adoration for a particular brand is referred to as brand affect (Chen et al., 
2020). Brand emotional attachment is an effective method for brands to connect with people (Gobe, 
2009). To sustain a long-term competitive advantage in the market, businesses must engage with 
customers on an emotional level and create fantastic feelings for them (Pawle and Cooper, 2006). 
Consumers' attitudes on their overall appraisal of a brand's green performance are referred to as "green 
brand attitude" (Chen et al., 2017). 
 
Green Purchase Intention 
 
According to Chen and Chang (2012), the likelihood of consumers purchasing specific products or 
brands owing to environmental concerns is known as "green purchase intentions". Furthermore, this 
work uses Chang and Chen (2008) to measure green purchase intentions, which consists of three 
components: 
i. You want to buy this product because it is environmentally friendly. 
ii. Because of its environmental performance, you expect to purchase this product in the future. 
iii. In general, you are pleased with your purchase because it is environmentally beneficial. 
 
Green Brand Affect on Green Purchase Intention 
 
In the process of customer buying decision-making, brand affect is a critical aspect. Green product 
buying decisions will be influenced by consumers' perceptions and attitudes (Mostafa, 2006). 
Consumers are most prone to disregard product facts in favor of the brand that they believe is the most 
positive (Chaudhuri and Holbrook, 2001). The idea of customers purchasing certain products or brands 
based on their environmental needs is known as "green purchase intentions" (Chen and Chang, 2012). 
 
Green Brand Association on Green Brand Attitude 
 
Receiver fancies and memories elicited by stimuli are referred to as associations (Praxmarer and Gierl, 
2009). Positive thoughts have a positive impact on the formation of a positive brand attitude, whereas 
negative thoughts have the opposite effect (Olson, et al., 1982). Feelings and emotional responses can 
be evoked by brand associations (Sujan, et al., 1993; Schindler and Holbrook, 2003; Escalas, 2004). 
 
Green Brand Association on Green Purchase Intention 
 
Brand associations are memories associated with a brand based on a consumer's frequent interactions 
with that brand (McWilliam, 1993). As a result, the brand association stored in the consumer's mind 
has the potential to alter the brand's image (Keller and Aaker, 1990).  In conclusion, through 
expressing brand credibility and, more importantly, creating the brand's reputation, brand associations 
can impact consumers' purchase decisions (Chen et al., 2020). 
 
Green Brand Attitude on Green Purchase Intention 
 
A person's internal persistent evaluation of an object, situation, person, brand, product, or action is 
described as their attitude (Hoyer and Maclnnis, 1997; Sallam and Wahid, 2012). Benefits are the 
consumers' perceived values attached to the brand qualities, whereas brand attitudes are the consumers' 
overall assessment of the brand (Chen et al., 2020). Previous study has demonstrated that attitudes 











Conceptual Framework and Hypotheses 
 
The framework and variables were derived from Chen, et al. (2020) about the structural equation 
model used to investigate the mediation effects of green brand attitude and green brand associations on 
green purchasing intentions and the influence of green brand affect on green purchase intentions. 
 
Figure 1: Conceptual Framework 
 
The following are a series of hypotheses that represent the relationship: 
H1 : Green Brand Affect positively influences Green Brand Association 
H2 : Green Brand Affect positively influences Green Brand Attitude 
H3 : Green Brand Affect positively influences Green Purchase Intention 
H4 : Green Brand Association positively influences Green Brand Attitude  
H5 : Green Brand Association positively influences Green Purchase Intention 







Then researchers determine the problem statement based on the data gathered on research background. 
To test hypotheses, the researcher uses an online questionnaire to collect all data in a quantitative 
manner. Finally, by studying how green brand affect influences green purchasing intention, the 
findings of this study will bring new information and ideas for firms in the Indonesian beauty and 




This research target population are customers that have been purchasing skin care brands that 
implement environmental values who live in Indonesia. The chosen sample ranges from 13 - 38 years 
old, considering the reference from ZAP Beauty Index 2020 that shows Gen Z (13 - 22) and Gen Y 
(23 - 38) spends the most money on beauty needs. Sample size indicates the number of items that will 























Non-probability sampling is used in this study. Non-probability sampling is a technique for obtaining 
samples that does not offer equal opportunities to all participants or units within the population 
(Etikan, 2016). Purposive sampling was chosen because the researcher decides what needs to be 
learned and chooses people who can and will provide the information based on their knowledge or 




Table 1 explains the questionnaire's operational variable in greater detail. It specifies the variables or 
constructs of the questionnaire, as well as the item or question for the questionnaire. Referring to the 
previous journal, all items were rated on a seven-point Likert scale ranging from one (strongly 
disagree) to seven (strongly agree). According to Sauro (2010), seven points of likert type is a decent 
compromise between earning enough discrimination points and not having to preserve too many 
response options. 
 









1 Green Brand Affect GB1 The environmental friendliness 










GB2 The skin care brand's emphasis 
on environmental protection 
makes you feel good. 
GB3 The skin care brand’s 
environmental performance 
makes you happy. 
2 Green Brand Association GAS1 The strength of the skin care 





Chen and Chang, 
2016 GAS2 The favorability of the skin 
care brand’s environmental 
features is better than that of 
other brands. 
GAS3 The uniqueness of the skin care 
brand’s environmental features 
is excellent. 
3 Green Brand Attitude GAT1 You will like this skin care 
brand more because the brand 




Chen et al., 2017 
 GAT2 You will prefer the skin care 
brand because of your concern 





for the environment. 
GAT3 You agree that the skin care 
brand can be more valuable 
because it is environmentally 
friendly. 
4 Green Purchase Intention  GPI1 You intend to buy the skin care 




Chen and Chang, 
2012 
GPI2 You bought the skin care brand 
last because of its 
environmental performance. 
GPI3 In general, you are happy to 
buy the skin care brand 
considering it is 
environmentally favourable. 
GPI4 The likelihood that I will buy 
environmentally friendly skin 
care brands is high. 
 
Hsu and Chan, 
2015 
GPI5 In the future, when I buy a skin 
care brand, I will look at 
product information to see if it 




To process data from this research, the researcher will use Partial Least Squares (PLS). PLS is a 
structural equation model technique that aims to optimize the explained variance of endogenous 
components (Fornell & Bookstein, 2012). PLS-SEM is more like multiple regression than Covariance 
Based-SEM, which is used to confirm theories by determining how well a model can assess the 
sample data's covariance matrix, PLS-SEM is appropriate for this exploratory research because of 
these qualities because this is designed for research that is both data-rich and theory-skeletal (Hair et 
al., 2011). The application of empirical methods in business applications has two goals: prediction and 
explanation (Sarstedt et al., 2014). To test PLS-SEM, SMART PLS is used as the analytics program 
and the primary approach for evaluating the data acquired in order to uncover fresh insights about the 
research topic. SMART PLS is used to examine the questionnaire's measurement model, structural 







Factor loadings, or the correlation coefficient for the variable and factor, can be used to verify 
convergent validity. A factor loading of 0.7 or higher in the SEM approach implies that the factor 
reduces adequate variance from the variable. According to Malhotra (2016), the Average Variance 
Extracted (AVE) must be at least 0.5 to pass the convergent and discriminant validity tests when 
employing Average Variance Extracted (AVE). The square root of the latent variables must be larger 
than the correlation between latent variables in the AVE. The result demonstrates the Factor Loading 
and AVE computations, respectively. All Factor Loading values exceed 0.7, and all AVE values above 
0.5, indicating that all indicators and variables are valid. 








Cross-loading of the indicator, the Fornell & Larcker criterion can be used to verify discriminant 
validity. When considering cross-loading, the factor loading indications on the assigned construct must 
be bigger than all other loading indicators, with the factor loading cut-off value being greater than 
0.70. (Ab Hamid, et al., 2017). The result demonstrates the Fornell Larcker Criterion and Cross 
Loading computation. In Fornell Larcker Criterion all the value of the correlation of a variable with 
the variable itself is greater than the relationship with other variables which means the data is valid. In 
Cross Loadings calculation the correlation values of indicators toward its variable is greater than 




Table 2: Reliability Test 
Variables Cronbach Alpha Composite 
Reliability 
rho_A 
Green Brand Affect 
(GB) 
0.849 0.909 0.850 
Green Brand 
Association (GAS) 
0.842 0.905 0.845 
Green Brand Attitude 
(GAT) 
0.836 0.902 0.838 
Green Purchase 
Intention (GPI) 
0.867 0.904 0.869 
 
As we can see on Table 2 that shows Cronbach alpha and composite reliability, all of the values are 
above 0.7 thus the datas can be said as reliable. 
 
Structural Part Significance 
 
After completing the previous steps, the researcher analyzes the inner and outer models using 
bootstrapping, a SmartPLS process, to determine the hypothesis association. The researcher can assess 
whether the hypothesis is accepted or rejected based on the results. There are four variables and 14 
indicators in the present model. Three indicators construct the Green Brand Affect. Three indicators 
construct the Green Brand Association. Three indications construct Green Brand Attitude. There are 
five indications that construct Green Purchase Intention.  
 
Path coefficients, coefficient of determination (R2), and cross-validated redundancy are some of the 
criteria used to assess model quality (Q2). T-values, which must be larger than or equal to 1.96, reflect 
the significance of the model's link.  
 
Table 3: Path Coefficients 
 
 Original Sample T Statistic 
(|O/STDEV|) 
P Values 
Green Brand Affect 
(GB) -> Green Brand 
Association (GAS) 
0.612 10.379 0.000 





Green Brand Affect 
(GB) -> Grand Brand 
Attitude (GAT) 
0.518 8.204 0.000 
Grand Brand Affect 
(GB) -> Green 
Purchase Intention 
(GPI) 
0.222 2.619 0.009 
Green Brand 
Association (GAS) -> 
Green Brand Attitude 
(GAT) 
0.297 4.505 0.000 
Green Brand 
Association (GAS) -> 
Green Purchase 
Intention (GPI) 
0.047 0.742 0.458 
Green Brand Attitude 
(GAT) -> Green 
Purchase Intention 
(GPI) 
0.560 9.159 0.000 
 
From Table 3 we can see all of the original sample values are above 1 which indicates that all of the 
relationship is positive. R square is the coefficient of determination between the dependent and 
independent variables, which accounts for the effects of the other independent variables (Malhotra, 
2016). In other words, the R square is beneficial for forecasting and determining how much influence 
the independent variable has on the dependent variable at the same time. 
 
The result demonstrate that Green Brand Affect as independent variable influence Green Brand 
Association as much as 37.2% and influence Green Brand Attitude as much as 54.1%, moreover 
Green Purchase Intention is influences by Green Brand Affect, Green Brand Association, and Green 
Brand Attitude as much as 57.8%. 
 
The Q2 value ranges from 0.02, 0.15, and 0.35, with small, medium, and strong prediction accuracy 
(Hair, J. F.,et al, 2013). As a result, the values obtained for behavior intention and use behavior are 
0.278, 0.400, and 0.374 respectively, indicating a medium to high level of predictive accuracy. 
According to Wong (2013), the goodness of fit value can be calculated after considering R square and 
Q square by taking the average square root of R2 and multiplying it by the average value of Q2. The 
value must be more than 0.1. 
 
Table 4: Goodness of Fit 
 
 R square Q square 
Green Brand Association 
(GAS) 
0.372 0.278 
Green Brand Attitude (GAT) 0.541 0.400 
Green Purchase Intention (GPI) 0.578 0.374 
Average 0.497 0.351 
GoF 0.247 






According to Table 4, the goodness of fit value is 0.247 (> 0.1) which indicates that the proposed 





In this section, the researcher will give the PLS calculation to explain the hypothesis testing outcome, 
as well as the significance suggested by T-values and the inner model path coefficient. Table 5 shows 
the results of the hypothesis testing. 
 
Table 5: Hypothesis Testing Result 
 
Hypothesis Structural Path T Statistic 
(|O/STDEV|) 
P Values Result 
H1 Green Brand 




10.379 0.000 Accepted 
H2 Green Brand 
Affect (GB) -> 
Grand Brand 
Attitude (GAT) 
8.204 0.000 Accepted 
H3 Grand Brand 
Affect (GB) -> 
Green Purchase 
Intention (GPI) 
2.619 0.009 Accepted 
H4 Green Brand 
Association 
(GAS) -> Green 
Brand Attitude 
(GAT) 
4.505 0.000 Accepted 
H5 Green Brand 
Association 
(GAS) -> Green 
Purchase 
Intention (GPI) 
0.742 0.458 Rejected 
H6 Green Brand 
Attitude (GAT) -> 
Green Purchase 
Intention (GPI) 
9.159 0.000 Accepted 
 
 
H1. Green Brand Affect positively influences Green Brand Association 
 
Hypothesis 1 indicated that green brand affect and green brand association have a significant positive 
relationship. Hypothesis 1 is supported based on the data in Table 5 since the t-value is greater than 
1.96, which equals 10.379 at a significance level of 0.05. (5 percent ). This suggests that there is a 
strong relationship between green brand affect and green brand association. 





H2. Green Brand Affect positively influences Green Brand Attitude 
 
Hypothesis 2 indicated that green brand affect and green brand attitude have a significant positive 
relationship. Hypothesis 2 is supported based on the data in Table 5 since the t-value is greater than 
1.96, which equals 8.204 at a significance level of 0.05. (5 percent ). This suggests that there is a 
strong relationship between green brand affect and green brand attitude. 
 
H3. Green Brand Affect positively influences Green Purchase Intention 
 
Hypothesis 3 indicated that green brand affect and green purchase intention have a significant positive 
relationship. Hypothesis 3 is supported based on the data in Table 5 since the t-value is greater than 
1.96, which equals 2.619 at a significance level of 0.05. (5 percent ). This suggests that there is a 
strong relationship between green brand affect and green purchase intention. 
 
H4. Green Brand Association positively influences Green Brand Attitude 
 
Hypothesis 4 indicated that green brand association and green brand attitude have a significant 
positive relationship. Hypothesis 4 is supported based on the data in Table 5 since the t-value is greater 
than 1.96, which equals 4.505 at a significance level of 0.05. (5 percent ). This suggests that there is a 
strong relationship between green brand association and green brand attitude. 
 
H5. Green Brand Association positively influences Green Purchase Intention 
 
Hypothesis 5 indicated that green brand association and green purchase intention does not have 
significant relationship. Hypothesis 5 is not supported based on the data in Table 5 since the t-value is 
lower than 1.96, which equals 0.742 at a significance level of 0.05. (5 percent ). This suggests that 
there is no correlation between green brand association and green purchase intention. 
 
H6. Green Brand Attitude positively influences Green Purchase Intention  
 
Hypothesis 6 indicated that green brand attitude and green purchase intention have a significant 
positive relationship. Hypothesis 6 is supported based on the data in Table 5 since the t-value is greater 
than 1.96, which equals 9.159 at a significance level of 0.05. (5 percent ). This suggests that there is a 





The mediating test is used to determine the impact of mediating variables. Its goal is to use mediating 
variables to evaluate the dependent and independent variables. The Green Brand Association did not 
pass the third requirement, so it was considered as not mediating. The direct effect of green brand 
association to green purchase intention is not significant (p-value < 0.05). Green Brand Affect 
significantly influences Green Purchase Intention (p-value > 0.05) and Green Brand Attitude also 
significantly influences Green Purchase Intention. So, it means green brand attitude is a partial 





Green Brand Affect positively influences Green Brand Association 
 
From the result the researcher can see that green brand affects have a positive influence towards green 
brand association. Thus, hypothesis one is accepted. It means that when consumers have a positive 
feeling towards a brand it influences the amount of consumer’s awareness towards the green brand as 
well as how they feel and judge about them. This result is aligned with the research findings by Chen, 





et al. (2020). The indicators that were asked of the respondents for the green brand affect variable 
showed that the respondents felt that the green skincare brand caused positive feelings that affected the 
favorability and strength of the brand in the eyes of consumers, in line with Chen, et al. (2020) which 
states that the green brand association can be characterized by three aspects, namely strength, 
favorability, and uniqueness. 
  
Green Brand Affect positively influences Green Brand Attitude 
 
The relationship between green brand affect and green brand attitude is positively related which means 
that hypothesis is supported. It can be concluded that when consumers have a good feeling towards a 
green brand, they are most likely to have a positive appraisal towards the overall performance of a 
green brand. This result is aligned with the prior research (Chen, et al., 2020).  
 
Green Brand Affect positively influences Green Purchase Intention 
 
According to the hypothesis test result, the green brand affect does have a positive influence on green 
purchase intention. So it can be said that hypothesis is accepted. It can be assumed that when 
consumers of green products elicit a positive response can influence consumer purchase intention.  
 
Green Brand Association positively influences Green Brand Attitude 
  
Based on the result of the hypothesis test, green brand associations have a positive influence on green 
brand attitude. Positive thoughts have a positive impact on the formation of a positive brand attitude, 
whereas negative thoughts have the opposite effect (Olson, et al., 1982) and feelings and emotional 
responses can be evoked by brand associations (Sujan, et al., 1993; Schindler and Holbrook, 2003; 
Escalas, 2004) means that the hypothesis is supported.  
 
Green Brand Association does not have any influences on Green Purchase Intention 
 
The result of the hypothesis is rejected. Green brand association does not influence green purchase 
intention, this is a new finding since there is no prior study that studies this in Indonesia. This explains 
that when consumers have knowledge about a green brand it does not mean it will generate intention 
to buy. This result is contradictory with the prior study result.  
 
Green Brand Attitude positively influences Green Purchase Intention 
 
The relationship between green brand attitude and green purchase intention is positive which means 
that the hypothesis is accepted. We can assume that how consumers perceive the green brand's overall 
performance is influencing their intention to buy a green brand. The result is aligned with prior studies 
that said attitudes play a significant role in determining consumers' purchasing intentions (Yi, 1990; 





The impact of a green brand is a critical market determinant. Prior study has been inconclusive as to 
how green buying intentions may be improved and contained to a significant degree in the current era 
of sustainable consumerism. As a result, we develop a conceptual approach to green branding to 
encourage green purchase intentions. This study creates a research framework to investigate the 
impact of green brand affect on green purchasing intentions, as well as the role of green brand 
associations and attitude as intermediaries. 
 
One of the objectives of this study is to identify the influence of the green brand affect towards green 
purchase intention. The results of this objective indicate that green brand affect can directly influence 
green purchase intention with t-value of 2.619 the relationship between these two variables is also 
positive with original sample value of 0.222, which is above zero.  






The second objective of this research is to identify the most significant factors influencing green 
purchase intention. The results of this study are that the green brand association has no effect on green 
purchase intention so that it fails to become a mediating variable, while green brand attitude acts as a 
partial mediating variable because green brand affect already has a direct significant relationship with 
green purchase intention. Therefore, the most significant variable affecting green purchase intention is 
green brand attitude with a t-value of 0.560. 
 
And last, this research wants to give recommendations specifically to businesses owners that are 
engaged in the skin care industry in order to increase green purchase intention. The result shows that 
green brand affect has positive influence toward green purchase intention directly and green brand 
attitude partially mediated green brand affect to green purchase intention, means that if business owner 
wants to increase green purchase intention they need to increase green brand affect and green brand 
attitude. As a result, in order to encourage sustainable consumption, business owners must design a 
more effective green branding strategy. Because the most significant variable is green brand attitude, it 
is important for business owners to understand what their customers like and dislike because this 
might be their key driver. According to the behavioral survey of this study the highest factor the 
respondents consider is price for skin care products and for skin care products with environmentally 
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